The study focuses on the consumer perception regarding digital membership card, an trendy instrument in the customer relationship management (CRM) 
Introduction
Smartphone is a pervasive device of mobile information and communication technology (ICT) . As February 2015, the number of smartphone users has reached 68% of the global population, accounted for 1.2 billion smartphones (BuzzCity Report, 2015) . Credit Suisse predicted that the smartphone ownership would approach 90% of the population or about 4.95 billion people (Booton, 2015) . Without any doubt, the proliferation of the smartphone affects many aspects of business strategies including customer relationship management (CRM).
CRM is a marketing practice with the intention to maximize the lifetime of customers on firms. CRM often uses ICT to leverage its practices (Reinartz, 2004) . For example, the present company may use Google Cloud Messaging (GCM) to spread information and promote products of new programs at a low cost (Yilmaz,Y.S., Aydin,B.,I., and Demirbas, M., 2014) .
Due to the widespread of smartphones, the use of digital membership program in the form of mobile applications is gaining traction (Fujiwara & Nagasawa, 2015) . We also witness the fact that the number of mobile applications has been growing exponentially but many of them are abandoned by their users. Application abandonment is mainly fueled by the loss of interest. For the reason, many studies have been performed to explore and investigate the usage of mobile apps including the use of transformational and informational mobile apps strategies to motivate usage (Kim et al., 2013; Campbell and Kwak, 2010; LaRue et al., 2010; Vladar and Fife, 2010; Wang and Wang, 2010) . The use of mobile apps for branding was discussed in a great detail in Bellman et al., (2011) . The relationship between experiential values and the use of mobile apps was studied by Maghnati and Ling (2013) . However, how the users accept mobile apps for the purpose of customer loyalty membership programs is still unclear. This issue is the main research topic of this article.
Research Method
To understand the factors affecting the adoption and use of the digital membership apps, we use the Unified Theory of Acceptance and Use of Technology (UTAUT). According to Venkatesh et al. (2003) , UTAUT is preceded by eight theories, namely, Theory of Reasoned Action (TRA), Technology Acceptance Model/Technology Acceptance Model 2 (TAM/TAM2), Theory of Planned Behavior/Decomposed Theory of Planned Behavior (TPB/DTPB), Social Cognitive Theory (SCT), Innovation Diffusion Theory (IDT), Motivation Model (MM), Combined-TAM-TPB and Model of PC Utilization (MPCU). Table 1 presents the relevant articles for those theories and their variables.
The current research framework is depicted in Figure 1 . The focus of the research is on the behavioral intention of the users of a digital membership instrument in the form of an app. Furthermore, the research seeks to understand how the intention is affected by the performance expectancy, effort expectancy, social influence, facilitating conditions, hedonic motivation, price value, and habit.
The required data are collected by questionnaires from a sample of 345 active users of the app. The instrument consists of questions in Likert scale where 1 is associated with strongly disagree and 5 is strongly agree. The obtained responses are used to establish a linear multivariate model of: (1) where the variable denotes the behavioral intention, is the performance expectancy, is the effort expectancy, is the social influence, is the facilitating condition, is the hedonic motivation, is the price value, and finally, is the aspect related to habit. The model coefficients in Eq. (1) are determined by the least-squares method, and the significantly of each coefficient are checked statistically. Figure 1 The Current Research Model.
Results and Discussion
The data collection instrument contains 23 questions. It is distributed to the users of digital membership apps. Most of the them are in lifestyle and automotive industries. From 345 respondents who received the questionnaires, only 301 returned the instrument fully filled.
The collected data are statistically analyzed by using SPSS software. To simplify the discussion, we abbreviate Performance Expectancy as PE, Effort Expectancy as EE, Facilitating Condition as FC, Social Influence as SI, Hedonic Motivation as HM, Price Value as PV, Habit as HT, and Behavioral Intention as BI. Table 2 shows the statistical description of the responses. From the descriptive statistic data in Table 2 , the respondents seem to possess the tendency of positive attitude towards all variables in the study. 
Reliability and Collinearity Tests
The reliability of the responses is evaluated by using Cronbach's α, proposed by Cronbach (1951) . The relation between the level of reliability and the α-value had been established by Cuieford (1965) . A low α-value suggests a low reliability, and vice versa. A value of higher than 0.7 is considered to be highly reliable. His work is reproduced in Table 3 .
The results of the reliability test are depicted in Table 4 . The values in the column Cronbach's Alpha Item Deleted are all higher than 0.7. These results conclude that the responses are rather reliable for all constructs.
In addition, the responses are also evaluated for potential collinearity by using Variance Inflation Factor (VIF) statistic. The results presented in Table 5 suggesting no collinearity existed in the responses. 
Results of Multiple Linear Regression Analysis
Initially, we calculate the sum of different groups of questions (or scales) that belonged to different factors. As the answers to the survey are stored in the Excel document, corresponding columns of answers to the questions are integrated into one column that only presents one specific factor after the summing up. Subsequently, the new integrated column is regarded as an independent variable in regression testing in SPSS. Therefore, after regression test, researcher concluded the following results.
Firstly, we evaluate the model fitness by looking into the -statistic. The results are: , , and . These statistics are at standard error of the estimate of 0.407. These results indicate that the model fits to the gathered data at a very high level of fitness.
The second statistical test applied to Model (1) is -test, which evaluate the possibility of the values of the model coefficients take values significantly different than zero. The results of this statistical test are depicted in Table 6 showing that the -value is very high of 100.30 with the associated -value of 0.000. These results advise that there are values of the model coefficients significantly deviate from zero.
The third statistical test is the -test. The test is applied to the seven model coefficients, namely, . The results are presented in Table 7 . From these outputs, without any doubt, we conclude that the values of these coefficients are statistically significant.
Implications of the Findings
This section seeks to serve as best practice guide on how to build an effective mobile that strengthens the value of mobile loyalty app. As consumer expectation becomes higher when visiting sites on smartphone and tablet devices it's never been more important to build an effective mobile strategy. Price value needs to put their customers in control and think about how to effectively give the user a seamless mobile experience. Table 8 describe some points that have to notice when building new mobile loyalty app. Make sure it's simple and easy to use for the sole purpose of improving the brand experience and increasing customer loyalty Choose the simplest input method for each task Present an "Add to Passbook" application option so customers can store their reward card on their mobile devices Expand the ways to access and thus redeem rewards Take advantage of mobile as an "on-the-go" coupon wallet 
Conclusion
The following implications are recommended to business practitioners in the mobile industry to help them assess success factors for developing mobile apps. The effort expectancy and price value aspect should be taken seriously because these constructs are the most significant in the adoption intention of mobile apps. Besides creating apps that enhance enjoyment and excitement, business development should try to constantly reinforce users with value added services. Furthermore, app developers can alter users' habit that was cultivated elsewhere by providing greater benefits in their apps than their competitors. The construct EE is found to be more significant than PE in influencing the adoption intention. Therefore, system designers should emphasize the apps' functionality and usability from the customers' perspective apart from designing apps that are easy to access and navigate. Lastly, mobile marketing practitioners should focus on the real value of their apps by revising their marketing and pricing schemes to attract price-conscious consumers.
